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Disadvantages

1. Short exposure time

2, Bri&lmgsﬂsg;gémﬁ
s, Tow cost per impression 3. Little segmentation possible

ad reach

5. High frequency on major commuter routes

> 2
I's. Large, spectacular ads |

e

possible‘

< FIGURE 8.7
vgrnment, politics, and nonprofits ; . Expenditures on

* putomotive dealers & services
Financial
Insurance & real estate
Media & advertising
Communications
Restaurants |
Retail
lransportation, hotels, & resorts

Services & amusements

$0 $200 $400 $600 $800 $1,000 $1,200
. ) Expenditures in Millions
ce: Adapted from “Outdoor Advertising Expenditures, 2009 January-June,” TNS Media Intelligence/CMR OAAA, September 2009.

¥ Outdoor advertising in Times
Square.

le 8.5 lists the advantages and disadvantages of outdoor ads. Figure 8.7 shows a
breakdown of outdoor spending.

boards are an excellent advertising
dium, because the message will primar-
be seen by local audiences. It is also a
ost media outlet in terms of cost per
oression. Qutdoor advertising offers a
ad reach and a high level of frequency
kmultiple billboards are purchased. Every
son who travels past a billboard or sees
dvertisement on a taxi has the potential
eing exposed to the message. Many
oard companies provide rotation pack-
$ in which an ad moves to different
ations throughout an area during the
IS¢ of the year, thereby increasing the

Outdoor Advertising

Source: Author Supplied Image.
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